The impact of influencer credibility, online brand image, and lifestyle to online purchase intention through attitude towards brand as mediator of Shopee Indonesia by Reforin, Maribelle Griselda
 
THE IMPACT OF INFLUENCER CREDIBILITY, 
ONLINE BRAND IMAGE, AND LIFESTYLE TO 
ONLINE PURCHASE INTENTION THROUGH 
ATTITUDE TOWARDS BRAND AS MEDIATOR OF 













INTERNATIONAL BUSINESS MANAGEMENT 
FACULTY OF BUSINESS 





THE IMPACT OF INFLUENCER ONLINE BRAND IMAGE, AND 
LIFESTYLE TO ONLINE PURCHASE INTENTION THROUGH ATTITTUDE 






CATHOLIC  UNIVERSITY, WIDYA MANDALA SURABAYA 
To Fulfill Some Requirements 
Obtained a Bachelor of Management degree 












INTERNATIONAL BUSINNESS MANAGEMENT 
FACULTY OF BUSINESS 









THE IMPACT OF INFLUENCER, ONLINE BRAND 
IMAGE AND LIFESTYLE TO ONLINE PURCHASE 
INTENTIONTHROUGH ATTITUDE TOWARDS 











Approved and Accepted 
To be Submitted to the Panel Team 
 
 
Advisor  I,     Advisor  II,    
    
    
 
(Dr. Dra.Ec Lydia Ari , M.M.)  (Maria Mia Kristanti, SE.,MM.) 






Thesis that is written by Maribelle Griselda Reforin NRP. 3303017017 has 




Head of Examiner 
 
 








Dean of Business Faculty,      Head of Department,   
        Digitally signed by Robertus 
Sigit H.L. SE., M.Sc 
DN: C=ID, OU=Management 
Department, O=Widya 
Mandala Catholic University 
Surabaya, CN="Robertus Sigit 
H.L. SE., M.Sc", 
E=hod-manage@ukwms.ac. 
 id 
Reason: I am approving this 
document 
Location: Surabaya 
       Date: 2021-01-28 13:38:51 
    
Dr. LodovicusLasdi, MM., Ak., CA., CPA. Robertus Sigit H.L., SE., M.Sc. 
NIDN. 0713097203     NIDN. 0703087902   
iv 
 
STATEMENT OF AUTHENTICITY OF SCIENTIFIC WORKS AND 
APPROVAL OF SCIENTIFIC PUBLICATIONS 
 
For the sake of scientific development, I am a student of UnikaWidya Mandala 
Surabaya: 
I, the undersigned below: 
Name  : Maribelle Griselda Reforin 
NRP : 3303017017 
Thesis title : Impact of Influencer Credibility, Online Brand Image, 
and Lifestyle to Online Purchase Intention through 
Attitude Towards Brand as Mediator of Shopee Indonesia 
 
State that this thesis is AUTHENTIC my written work. If it is proven that this 
work constitutes plagiarism, I am willing to accept the sanctions that will be given 
by the Business Faculty of Widya Mandala Catholic University Surabaya. I also 
agree that this paper is published / displayed on the internet or other media (the 
digital library of the Widya Mandala Catholic University Surabaya Library) for 
academic purposes in accordance with the Copyright Law.  
 
That is the statement of authenticity and approval of the publication of this 
scientific paper I actually made. 
Surabaya, Jan 3rd 2021 
That states 
      
 




 First and foremost, praise and thank goes to my savior Jesus Christ for the 
many blessing undeservingly bestowed upon me. The final of this paper is 
organized as a graduation requirement that must be met to obtain a degree in 
Economics at the Faculty of Business Management Department of Widya 
Mandala Catholic University in Surabaya. The final preparation of the final report 
will not work properly without the help, guidance, and support from various 
parties. Therefore, the author would like to thank: 
1. Dr Dra.Ec. Lidya Ari Widyarini, MM. as advisor I, who have take the 
time, effort, and the mind and gives a lot of advice and counsel to guide 
authors in completing this thesis. 
2. Maria Mia Kristanti, SE.,MM. as advisor II, who have take the time, 
effort, and the mind and gives a lot of advice and counsel to guide author 
in completing this thesis. 
3. My family and friends for the support in my education. 
The author realize that in this thesis are still many shortcomings, therefore 
criticism and constructive suggestions for improvements are expected this thesis. 
Hopefully this paper can provide benefits and add insight to readers. 
My experience at Widya Mandala Catholic University Surabaya was greatly 
enhanced by the interaction with other students. The friendship of  NadyaSaryta, 
SisiliahDwi, Fanny Marcia, Birgitta Alun, P. Natashia and other friends made the 
stressful times more bearable. 
Finally the love and support from my father, mother, and sister turned any 
fears of failure into desires to success. Thank you 
Surabaya, Dec 20th 2020 
         
 
Maribelle Griselda Reforin 
vi 
 
TABLE OF CONTENTS 
 
 
APPROVAL PAGE ................................................................................................ ii 
RATIFICATION PAGE ........................................................................................ iii 
STATEMENT OF AUTHENTICITY OF SCIENTIFIC WORKS AND 
APPROVAL OF SCIENTIFIC PUBLICATIONS ................................................ iv 
FOREWORDS ........................................................................................................ v 
TABLE OF CONTENTS ....................................................................................... vi 
LIST OF TABLE .................................................................................................... x 
LIST OF FIGURE .................................................................................................. xi 
LIST OF APPENDICES ....................................................................................... xii 
ABSTRACT ......................................................................................................... xiii 
CHAPTER 1 ........................................................................................................... 1 
INTRODUCTION .................................................................................................. 1 
1.1  Background .............................................................................................. 1 
1.2  Problems Statement .................................................................................. 8 
1.3      Objective of the Study .............................................................................. 9 
1.4  Significant of Study .................................................................................. 9 
1.4.1  Theoretical Benefit ............................................................................ 9 
1.4.2  Practical Benefit .............................................................................. 10 
1.5  Writing Systematic ................................................................................. 10 
CHAPTER 2 ......................................................................................................... 12 
LITERATURE REVIEW ..................................................................................... 12 
2.1  Theoretical Foundation .......................................................................... 12 
2.1.1  Influencer Credibility ...................................................................... 12 
2.1.2 Online Brand Image ........................................................................ 13 
2.1.3  Lifestyle .......................................................................................... 14 
2.1.4  Attitude Towards Brand .................................................................. 16 
2.1.5  Online Purchase Intention ............................................................... 16 
vii 
 
2.2  Previous Research .................................................................................. 17 
2.2.1  M Najib, ANurhandayani& R Syarief (2019) ................................. 17 
2.2.2 Tufail, Hafiza Sobia et al, (2018) .................................................... 18 
2.3 Relationship Between Variables ................................................................. 20 
2.3.1 Relationship between Influencer Credibility and Online Purchase 
Intention ……………………………………………………………………..20 
2.3.2 Relationship between Online Brand Image and Online Purchase 
Intention ……………………………………………………………………..21 
2.3.3 Relationship between Lifestyle and Online Purchase Intention ..... 21 
2.3.4 Relationship between Attitude Towards Brand and Online Purchase 
Intention ……………………………………………………………………..22 
2.4 Hypothesis .............................................................................................. 23 
2.5 Research Framework .............................................................................. 24 
CHAPTER 3 ......................................................................................................... 25 
RESEARCH METHOD ........................................................................................ 25 
3.1  Research Design ..................................................................................... 25 
3.2  Variable Identification ............................................................................ 25 
3.3  Operational Definition ............................................................................ 26 
3.3.1  Influencer Credibility ...................................................................... 26 
3.3.2 Online Brand Image ........................................................................ 26 
3.3.3 Lifestyle .......................................................................................... 26 
3.3.4 Attitude Towards Brand .................................................................. 27 
3.3.5 Online Purchase Intention ............................................................... 27 
3.4 Variable Measurement ........................................................................... 28 
3.5 Type and Sources of the Data ................................................................ 28 
3.6 Tools and Data Collection Methods ....................................................... 28 
3.7 Population, Sample, and Sample Techniques ........................................ 29 
3.8 Data Analysis ......................................................................................... 29 
3.8.1 Measurement Model (Outer Model) ..................................................... 30 
3.8.2 Structural Model (Inner Model)............................................................ 32 
3.8.3 Hypothesis Testing ............................................................................... 33 
viii 
 
CHAPTER 4 ......................................................................................................... 35 
ANALYSIS AND DISCUSSION ......................................................................... 35 
4.1  Respondent Characteristics .................................................................... 35 
4.2  Respondents Responses .......................................................................... 36 
4.2.1 Descriptive Statistic ........................................................................ 36 
4.3 Data Analysis ......................................................................................... 40 
4.3.1  Evaluation of Outer Model ............................................................. 41 
4.3.2 Convergent Validity ........................................................................ 41 
4.3.3 Discriminant Validity ...................................................................... 44 
4.3.4 Composite Reliability ..................................................................... 46 
4.3.5 Evaluation Inner Model .................................................................. 46 
4.3.6 Inner Model (Structural Model) ...................................................... 47 
4.3.7 Path Coefficient .............................................................................. 48 
4.3.8 Indirect Effect ................................................................................. 50 
4.3.9 Hypothesis Testing .......................................................................... 50 
4.4 Discussion .............................................................................................. 54 
4.4.1 Impact of Influencer Credibility on Attitude Towards Brand......... 55 
4.4.2 Impact of Influencer Credibility on Online Purchase Intention ...... 55 
4.4.3 Impact of Online Brand Image on Attitude Towards Brand ........... 56 
4.4.4 Impact of Online Brand Image on Online Purchase Intention ........ 57 
4.4.5 Impact of Lifestyle on Attitude Towards Brand ............................. 57 
4.4.6 Impact of Lifestyle on Online Purchase Intention .......................... 57 
4.4.7 Impact of Attitude Towards Brand on Online Purchase Intention.. 58 
4.4.8 Impact of Influencer Credibility, Online Brand Image, and Lifestyle 
Online Purchase Intention through Attitude Towards Brand as Mediator of 
Shopee Indonesia ........................................................................................... 58 
CHAPTER 5 ......................................................................................................... 61 
CONCLUSION AND SUGGESTION ................................................................. 61 
5.1 Conclusion .............................................................................................. 61 
5.2 Suggestion .............................................................................................. 63 
5.2.1 Suggestion for Theoretical .............................................................. 63 
ix 
 
5.2.2 Suggestion for Practitioners ............................................................ 63 
REFERENCES ..................................................................................................... 64 





























LIST OF TABLE 
 
Table 1.1 E-Commerce in Indonesia ............................................................... .2 
Table 1.2 The Six Popular E-Commerce in Indonesia..................................... .2 
Table 2.1 Comparison Between Previous and Current Research .................... 19 
Table 3.1 Rule of Thumb in Outer Model Measurement ................................. 31 
Table 3.2 Rule of Thumb in Inner Model Measurement ................................. 33 
Table 4.1 Characteristic of Respondents.......................................................... 35 
Table 4.2 Respondent Mean Response Category ............................................ 36 
Table 4.3 Respondent Response of Influencer Credibility .............................. 37 
Table 4.4 Respondent Response of Online Brand Image ................................ 38 
Table 4.5 Respondent Response of Lifestyle ................................................... 39 
Table 4.6 Respondent Response of Attitude Towards Brand .......................... 39 
Table 4.7 Respondent Response of Online Purchase Intention ....................... 40 
Table 4.8 Convergent Validity ......................................................................... 43 
Table 4.9 Discriminant Validity – Cross Loading ........................................... 45 
Table 4.10 Composite Reliability .................................................................... 46 
Table 4.11 R-Square Value .............................................................................. 47 
Table 4.12 Q-Square Value .............................................................................. 48 
Table 4.13 Indirect Effect ................................................................................ 50 










LIST OF FIGURE 
 
Figure 2.1. Conceptual Framework.................................................................. 24 
Figure 4.1 Path Modelling Using SMART PLS 3.2 ........................................ 41 




























LIST OF APPENDICES 
 
Appendix 1.  Research Questionnaire 
Appendix 2.  Respondent Response 
Appendix 3. Output PLS Algorithm 
Appendix 4.  PLS Bootstrapping 

























The Impact of Influencer Credibility, Online Brand Image, and Lifestyle to 




 Now the world is changing, it is facing a digitalization era. Everything 
changes from analog to digital, and people has to follow the fast changing era 
otherwise they can’t adapt to the nowadays condition. With this 
condition,indonesian society has now begun to switch to the digital world, this is 
marked by the many print media industries that have switched to online. E-
Commerce known as Electronic Commerce or Internet Commerce. E-Commerce 
is all buying and selling activities conducted through electronic media. This is a 
new shopping lifestyle that customers do to purchase activities. Shopee is an 
example of marketing using the media Internet. The success of Shopee itself is 
motivated by an aggressive marketing strategy. This study aimed to know the 
impact of influencer, online brand image, and shopping lifestyle to online 
purchase intention through attitude toward brand as mediator of Shopee 
Indonesia. A total of 150 respondents who knows Influencer and attracted to 
Shopee Indonesia participated in this research. The research result shows that 
credibility of influencer not give significant impact to attitude towards brand and 
online purchase intention in Shopee Indonesia. Which indicated that influencer 
can’t affect consumers to buy product at Shopee Indonesia. Finally, researcher 
discussed the implication of the findings for the future development of Shopee 
Indonesia. 
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Dampak Influencer Credibility, Online Brand Image, dan Lifestyle terhadap 
Online Purchase Intention dengan Attitude Towards Brand sebagai mediator 
terhadap Shopee Indonesia 
 
ABSTRAK 
Sekarang dunia sedang berubah, sedang menghadapi era digitalisasi. 
Segala sesuatu berubah dari analog ke digital, dan orang harus mengikuti jaman 
yang berubah dengan cepat jika tidak mereka tidak dapat beradaptasi dengan 
kondisi saat ini. Dengan kondisi tersebut masyarakat Indonesia kini sudah mulai 
beralih ke dunia digital, hal ini ditandai dengan banyaknya industri media cetak 
yang beralih ke online. E-Commerce dikenal dengan Electronic Commerce atau 
Internet Commerce. E-Commerce adalahs egala aktivitas jual beli yang dilakukan 
melalui media elektronik. Ini merupakan gaya hidup belanja baru yang dilakukan 
pelanggan untuk melakukan aktivitas pembelian. Shopee adalah contoh 
pemasaran dengan menggunakan media internet. Kesuksesan Shopee sendiri 
dilator belakangi oleh strategi pemasaran yang agresif. Penelitian ini bertujuan 
untuk mengetahui pengaruh influencer, citra merek online, dan gaya hidup 
berbelanja terhadap niat beli online melalui sikap terhadap merek sebagai 
mediator Shopee Indonesia. Sebanyak 150 responden yang mengenal Influencer 
dan tertarik dengan Shopee Indonesia berpartisipasi dalam penelitian ini. Hasil 
penelitian menunjukkan bahwa kredibilitas influencer tidak berpengaruh 
signifikan terhadap sikap terhadap merek dan niat beli online di Shopee 
Indonesia. Artinya influencer tidak dapat mempengaruhi konsumen untuk 
membeli produk di Shopee Indonesia. Terakhir, peneliti membahas implikasi dari 
temuan tersebut untuk perkembangan Shopee Indonesia kedepan. 
Kata Kunci: Influencer Credibility, Online Brand Image, Lifestyle, Attitude 
Towards Brand and Online Purchase Intention, Shopee Indonesia 
